This study aims at diagnosing services marketing mix dimensions and their effects on attracting customers and retaining them. The questionnaire was distributed to 150 customers from 15 different companies; 107 questionnaires were returned and 100 of them were usable. The study used SPSS to analyse the results to reach the result that there is a positive effect for the services marketing mix dimensions; physical evidence, service providers and process of service providing and their effect on attracting customers and retaining them and establishing mutual trust between insurance companies in the research sample. The research recommends the insurance companies should foster and enhance the process of retaining the current customers and searching for new ones. Also, providing new services that meet and exceed the customers' need achieves mutual benefits for both companies and customers.
The Importance of the Study
The importance of this study emerges for the important role that insurance companies play in providing a great benefit for national economy through investing the collective insurance premiums in public and private projects this using the loans that companies and individuals provide. Moreover, this contributes in the economic development in the country. Insurance is the key component of economic development in countries, this due to its rule in enabling some financial activities that prevent from financial risks (Arkel, 2011) . Starting form that, the researchers hope that the results of this study may contribute in the future in achieving important aspects related to identifying services marketing mix dimensions and their effect on attracting customers and retention them as an application on Jordanian insurance companies. Our Model of study illustrated the causality and effect between the dependent and independent variables ( 
The Study Hypotheses
The hypotheses were formulated as the following:
HO1: There is no statistical significant at the significant level of (α ≤ 0.05) for services marketing mix dimensions on attracting customers and retaining them in insurance companies. This branches into: 102). Marketing Mix is the combination of four elements, called the 4P's (Product, Price, Promotion and Place), that every company has the option of adding, subtracting, or modifying in order to create a desired marketing strategy (Londre, 2009) . It has defined as a collection of choices that represent and clarify the view of the company for the target market.
As well as represents the place that determines the offer that will be presented to customers (Product, service) and the way to price, promote, and distribute it. In order to achieve an efficiency for both marketing mix and each element of its essential ones, it is important to make its policy and methods based on general strategies that are set by company for different important matters. As well, to be set in the light of information and studies that held on customers (Abu Mandil, 2008, p. 62) .
The elements of marketing mix produce during its interaction and coordination motivating force. The force moves toward a positive action to be out of the recession that may occur due to the lack of control on theses four elements that can fail the projects and its actions. Moreover, these elements play an genuine role to transfer the crises to move forward development and creativity. Marketing mix take in its last stage marketing path which represent the final process of market analysis and choosing market sector and positioning. These Four elements are used to affect customer's behavior.
Some researchers and scholars in marketing agree on that marketing mix consists of four main elements (4ps) which are: Product, Price, promotion, and place or distribution (Barion, 2006) . Meanwhile, when it comes to the field of services, There new elements were added to be modified into (7ps) those three added elements are: Providers, physical evidence, and process of providing service (Ivy, 2008; Al-taee & Al-alaak, 2008) .
Recently, many companies started to realize the importance of the role that marketing actions play in making its goals and policy successful. Moreover, these companies can be able to work in the market without these actions. This importance for marketing and marketing actions represent the great conflict between many companies in order to survive and continue its work in the market. Due to this, the study of marketing mix reality in companies and commercial banks gained its importance (Abu-Znaid & Al-Sherif, 2009 ). The marketing science (generally), elements of marketing mix (especially) can be benefited in promoting information services to companies. The importance of the companies emerged due to its role in providing services to all society categories. As well as, the company provide these services to a wide base of benefited individuals, it has to identify their needs and works on fulfilling them, this represent the core of marketing (Al Murad & Hassan, 2009; Al-Taee &Al-Alaak, 2008 ).
The Dimensions of Service Marketing Mix

Service promotion
Researchers in the field of marketing believe that the general definition of service promotion based on marketing actions and processes that aim at providing intangible benefits that meet customer's need through a way of exchange (Da'aboul & Mohammad, 2003) .
Physical evidence
Physical evidence controbuts in creating the company's character. This is an essencial factore distingueshes the company from other competetive companies in the market. Banks, airlines companis and other companies which provied products know that they are disingushed from others regarding the raw elements in their work. Those companies sell the same product or service with the samle price, as well they provid the same amount og services. This is the main freature that distingues airline companies from other in which represents its character. In other words, this showes the way or form that presents companies character (Al-Dmour & Ayesh, 2006 Vol. 7, No. 5; 2015 Physical evidence represents the intangibility of service products that makes it difficult for consumers to evaluate service offerings, particularly quality and value for money, prior to purchase. Physical evidence includes aspects such as the service provider's building/facilities and staff appearance, promotional materials and branding strategies (Ikechukwu etal, 2012) .
Attracting customer
In context of modern business companies, the traditional methods of attracting customers are not that effective with existence of high-competitive environment. The good understanding of customer's motivation, attitude, cost and profitability is considered an important step in order to improve the performance of business companies in the light of this environment. Firms devote a large amount of their resources to advertising and promotion, and increasingly to outright customer subsidies this in order to attract them and keep them. Hence, it is important to highlight an important aspect which is Customer retention, in which represents the maintenance of continuous trading relationships with customers over the long term (Anani, 2010; Lymperopoulos et al., 2012) With the revolution of information technology, especially World Wide Web in which it helped in finding opportunities to business organizations to establish better relations with customers than before. This by combining the capabilities of a direct response to customers' requests with high interaction allows them to establish and support long-term relations with customers (Winer, 2001, p. 1) . This is called Customers relations management (CRM). CRM is considered one of the effective solutions that scattered all over the world. It aims to increase customers' satisfaction and gain their loyalty while providing better products with less price. Through linking the functions of marketing, sales, research and development, and customer support services together to go a step further by creating added value for them (Langs, 2002, p. 1 ).
According to Grant & Anderson (2004, p. 24) , CRM is defined as "strategy, a collection of distinguished programs, and technique that aim at reducing the cost and increasing incomes, and creating new opportunities and channels in order to expand, as well, working of improving customer's value and satisfaction, and profitability and keeping on them".
Reichheld & Schefter (2002, p. 32) defined CRM as "strategies to build customer's loyalty and increasing profits all the time".
According to Judith (2003, p. 4) it represents establishing a relation with the customer during its life stage through strategic use of information, process, technology and individuals in a way achieve the company's goals".
Wikstrom (2003, p. 44) defines it as "philosophy that enhances the value of determined process, and mixing and developing different specifications in the company to reach the (Voice) of customers and adding a high-value to customer in the long-term, as well, specifying current and possible customers' sectors.
Trust
Trust is considered a fundamental element in dealing with companies. Upon that, companies have to build an environment that enable customers of achieving trust with them and to go forward to benefit from their services. This due to its importance in creating mutual benefits and correlations that can be successful for the long-term period with customers (Balasubramanian et al., 2003) .
Establishing the trust through services needs providing protected and safe infrastructure on different levels that customer benefits from away of all external threats that may affect negatively providing the service. It demands as well offering the beneficial with services that based on transparency in dealing and reacting with the. This should be upon the procedures and activities that are applied by the company that provides services in the field of information security and guarantee its privacy (Kim et al., 2003; Rama Yellkur, 2008) .
Previous Studies
Reibstein (2002) conducted a study titled by "Attracting Customers to Online Stores and Keeping them". The study aimed at identifying the effect of keeping goof relations with customers and attracting them. The study used analytical method. The results figured out that providing good service for customers and knowing their needs and meeting these needs are the most important elements that lead to establishing positive relations with them. It showed as well that what is difficult in to keep customers and making them need to visit the site on longer term not to visit the site itself.
Mrqash (2007) conducted a study titled by "the importance of service marketing mix in improving insurance services". It aimed at shading the light to the importance of marketing in insurance companies in Algeria in the light of liberating insurance marketing from competition between public and private insurance companies. The study conducted in Algeria using analytical method. The result indicates that there is lake of knowledge of www.ccsenet.org/ijms
International Journal of Marketing Studies Vol. 7, No. 5; 2015 insurance culture from the individual this in one side, and the openness of competitive market from another part. This made insurance companies develop the methods of providing their services and increasing marketing efforts according to customers' demands and the privacy of insurance action and services.
Abu Mandil (2008) conducted a study titled "the Actual Practice of Marketing Mix and Its Effect on Customers' Loyalty". It aimed at identifying the actual practice of marketing practice (service, pricing, promotion, and distribution) in Palestine Telecommunication Company (PTco.). As well, to identify its effect on customers' loyalty and to find out the extent of statistical difference of the study sample upon the effect of marketing mix on customers' loyalty, the study used descriptive-analytical method. The sample consisted of 500 clients of PTco in which were chosen randomly. The results indicates that marketing mix that PTco provides has a positive effect and it meet the needs of clients within different levels of marketing mix elements (service, pricing, promotion, and distribution). PTco provides many different services that go with the latest information and telecommunication sector international services that suit different variant segment of society, especially those with limited incomes and want to limit their expenses. Moreover, the study concluded that Marketing mix that PTco uses is considered effective and achieve the goals of reaching different customers through using different tools of promotion.
Monday (2011) conducted a study titled by "A Markov Chain Model Analysis of GSM Network Service Providers Marketing Mix". The study aimed at investigation the effect of using Markov analysis on the choice of service providers and approving out the determinants of marketing mix. The study conducted in Jordan using descriptive-analytical method. The sample consisted of 4 telecomunication companies (Zain, Globalcom, Etisalat & MTN). The study found out that there are determinants of service marketing mix which are ( Network coverage, tariff, free SMS, connectivity and customer services). As well, it indicated the Markov Chain Model helps in deremining the role of service providers' loyalty in telecommunication companies and their ability to achieve customers' satisfaction. Moreover, the study approved out that the optimum marketing mix among the various service providers were among the various service providers were as follows: MTN 52.5%, Globacom 27.5%, Zain 15.4% and Etisalat 4.7%. This was depended to the effeciency of services providers in these companies and their high capability in deaing with price rising and establishing positive long-term relations.
Akroush (2011) conducted a study titled by "The 7Ps Classification of the Services Marketing Mix Revisited: An Empirical Assessment of their Generalizability, Applicability and Effect on Performance-Evidence from Jordan's Services Organizations". The study aimed at investigating generalizability of service marketing mix (SMM) and figuring out the effect of SMM on business performance in services organizations. The study conducted in Jordan using analytical-descriptive method. The sample consisted of 146 marketing managers in services organizations'. The study showed that the process has a positive effect on providing physical evidence for services organizations. As well, SMM has a positive effect on the performance of services organization .Moreover, customers are effective predictor on organization performance, through determining prices and promotion' tools of services in which affect financial performance. The managers depend on physical evidence, process and service providers to achieve the needed performance.
AL Debi & Mustafa (2014) , conducted a study titled by "The Impact of service Marketing Mix 7PSin Competitive Advantage to Five Stars Hotel-Case Study Amman Jordan, "The aim of the study is to investigate the impact of service marketing mix 7ps( Product ,Price, Place, Promotion, Physical Evidence, Providers and Process), in achieving of competitive advantage in hotels chain. The study concludes that the (7ps) has a positive effect on the competitive advantage in the hotel industry in Amman. Finally the study recommended to Jordanian hotel management, to using the best available technology of social media such as Facebook and Twitter as marketing tools to attract the locale and international tourists.
Methodology
The Methodology of the Study
This study has adapted the descriptive-analytical method, this due to its distinguished feature of proving data and information regarding to the problem and explain it well. Using this method enables the researcher from collecting empirical evidences from the study sample.
The Population and Sample of Study
The population consisted of all the clients of insurance companies in Amman Stock Exchange in which are 24 companies. The questionnaire was distributed on 150 customers from 15 companies in which were randomly selected. 107 questionnaires were returned and 100 of them were considered valid for the study purposes meanwhile 7 questionnaires were not valid to be obtained in the research process. Upon that the Purposive sample consisted of 100 clients from the sample of the study. Philadelphia Insurance Co. 13.
Watania National Insurance Co. 14.
Jordan International Insurance (Jiig) 15.
Questionnaires Study
A questionnaire was established, in which consists two main parts. The first part concerns with demographic variables which are (gender, qualification, and expertise). The second parts contains two main domains and 5 different fields that test the independent variables which are services marketing mix dimensions (physical evidence, service providers, and the process of service providing). As well they test the dependent variable which is attracting customers and keeping them. Each of the previous items is given degree in order to be statistically analytical upon the following (Strongly agree (5 degrees), Agree (4 degrees), neither agree nor disagree (3 degrees), Disagree (2 degrees), strongly Disagree (1 degree)).
Validity and Reliability of the Instrument
The researcher has established the questionnaire in its final version, after highlighting some previous studies related the subject of this study. Then it was judged through reviewing it by some specialist in scientific research. Their comments and recommendations were taken into consideration to modify the questionnaire to have its final shape. To check the reliability of the questionnaire, the researcher calculated Cronbach's Alpha for all the areas to test the reliability for each area which was (0.949). This indicates the stability of the results for this study.
Study Procedures
After checking the reliability and validity of the study, as well, determining the needed sample to implicate this study, the researcher distributed both instruments on a sample consisted of 15 commercial companies that work in the field of marketing activity for financial services.
The degree of practice was divided into three levels, as follows: -Low level: the means are between (1-2.33).
Medium level: the means are between (2.34-3.67). 
Statistical Analysis
The researchers used Statistical Package for the Social Sciences (SPSS) the process of analyzing, testing the hypotheses by using the following tests:
-T-Test: is used to make binary comparisons in the study hypotheses to check the statistical significance for the results. As well, figuring out the differences due to the variables of (gender, qualification).
-One way ANOVA: It is used to check if there is significant differences in the sample response due to the variables of (Personal and career elements) for the sample.
-Scheffe': is used to check the used to check the resources of the significant Scheffe' test was performed to check for whom the difference in the study sample that is related to demographic and personal variables.
-Simple Regression Test: it is used to test the effect of the independent variable on the dependent variable. Table 3 shows that male participant reached (48%) while female participant were (52%). As well, the table shows that those who have diploma were (8%) and for bachelor were (56%) and for master were (27%) and for PhD (9%). It shows as well, that those who have less than 3 years were (53) and for who have 3-less than 6 years were (47%). 
Results
The Sample Description
Question One
"Do services marketing mix dimensions and have an effect on attracting customers and keeping them insurance companies?"
To answer this question simple-Regression analysis was used to check the effect of marketing mix dimensions on attracting customers and keeping them insurance companies as it is shown in table 4. Table 4 shows the effect of service marketing mix dimensions on attracting customers and keeping them in insurance companies. the results indicates there is a significant effect for mix dimensions on attracting customers and keeping them in insurance companies the significance level was (0.00) which is considered significant on the level ( 0.05). Meanwhile, the value of R was (0.801) on the significance level (α ≤ 0.05) and R 2 reached (0.642). As it shown from the table above, the value of R can be explained due to the dependent variable and other conditions.
The First Sub-Question
"Does physical evidence affect attracting customers and keeping them (establishing positive relations with customers, trust) in insurance companies?"
To answer this question simple-Regression analysis was used to check the effect of physical evidence on attracting customers and keeping them insurance companies as it is shown in table 5. Table 5 shows the effect of physical evidence on attracting customers and keeping them in insurance companies. the results indicates there is a significant effect for physical evidence on attracting customers and keeping them in insurance companies the significance level was (0.00) which is considered significant on the level (0.05). Meanwhile, the value of R was (0.629) on the significance level (α ≤ 0.05) and R 2 reached (0.396). As it shown from the table above, the value of R can be explained due to the dependent variable and other conditions.
The Second Sub-Question
"Do affect service providers affect attracting customers and keeping them (establishing positive relations with customers, trust) in insurance companies?"
To answer this question simple-Regression analysis was used to check the effect of services providers on attracting customers and keeping them insurance companies as it is shown in table 6. Table 6 shows the effect of services providers on attracting customers and keeping them in insurance companies. the results indicates there is a significant effect for services providers on attracting customers and keeping them in insurance companies the significance level was (0.00) which is considered significant on the level (0.05). Meanwhile, the value of R was (0.724) on the significance level (α ≤ 0.05) and R 2 reached (00.524). As it shown from the table above, the value of R can be explained due to the dependent variable and other conditions.
The Third Sub-Question
"Do affect processes of service providing affect attracting customers and keeping them (establishing positive relations with customers, trust) in insurance companies?"
To answer this question simple-Regression analysis was used to check the effect of processes of service providing on attracting customers and retaining them insurance companies as it is shown in table (7). Table 7 shows the effect of process of services providing on attracting customers and keeping them in insurance companies. the results indicates there is a significant effect for process of services providing on attracting customers and keeping them in insurance companies the significance level was (0.00) which is considered significant on the level (0.05). Meanwhile, the value of R was (0. 776) on the significance level (α ≤ 0.05) and R 2 reached (0. 602). As it shown from the table above, the value of R can be explained due to the dependent variable and other conditions. 
The Second Main Question
"Do service marketing mix dimensions effect attracting customers and keeping them insurance companies due to the variables of (Gender, Qualification, and Expertise?"
First Part: Gender
To investigate this question t-value was calculated for mean of service marketing mix dimensions on attracting customers and keeping them insurance companies due to the variables of Gender according (male, female) and the result as follow: The results in table 8 indicate that there is no significant at the level (α< 0.05) in the sample responses (male and female participants) related to marketing mix dimensions effect on attracting customers and retaining them insurance companies due to the variable of gender. The significant value was more than (0.05) which considered insignificant.
Second: Qualification
To investigate this question One Way ANOVA test was performed to check the Effect service marketing mix dimensions on attracting customers and keeping them insurance companies due to the variable of qualification and the result as shown in table 9: Vol. 7, No. 5; 2015 The table 9 showed that there is no significant at the level (α< 0.05) for the all fields this because the significant value was more than (0.05) which considered insignificant except the field of (establishing positive relations with customers on) in which 0nly the significant value was less than (0.05) and this considered significant. To check the resources of the significant Scheffe' test was performed to check for whom the differences belong as shown in the table (10). The Table 10 showed differences and the categories that are significant that marked with (*) which was to the (Bachelor) in establishing positive relations with customers on.
Three: Expertise
To investigate this question t-value was calculated for mean of service marketing mix dimensions on attracting customers and keeping them insurance companies due to the variable of Gender according (less than 3 years, 3-less than 6 years) and the result as follow: The results in table 11 indicate that there is no significant at the level (α< 0.05) in the sample responses (male and female participants) related to marketing mix dimensions effect on attracting customers and them insurance companies due to the variable of gender. The significant value was more than (0.05) which considered insignificant.
Discussion
-The results and conclusions related to the sample (demographic variables)
Gender:
The data showed that the percentage of female was higher than the percentage of male. In which was (52%). This shows that female participants are more than male participants in these levels.
Qualification:
The data showed that the percentage of Bachelor was the highest comparing to other categories. In which was (56%). This shows that there is a weakness in other academic cadres.
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The data showed that the percentage of (Less than 3 years) was the highest comparing to other categories. In which was (56%). This shows that there is a weakness in accumulating experience.
The First Main Question
The results indicate there is a significant effect for mix dimensions on attracting customers and retaining them in insurance companies. This due to the importance of marketing mix in attracting customers and retaining them. As well, satisfy their needs and achieving competitive advantage and capitalizing profits in insurance companies.
The first sub-question
There is a significant effect for physical evidence on attracting customers and retaining them in insurance companies. this due to the significance of physical evidence in achieving the needed level of quality through choosing the needed equipment and tools to produce and provided service that contributes in creating the company's character.
The second sub-question
There is a significant effect for services providers on attracting customers and retaining them in insurance companies. This can be due to fact that service providers understand well customers motivations, their costs and profits. This can lead to improve the performance of insurance companies.
The third sub-question
There is a significant effect for process of services providing on attracting customers and retaining them in insurance companies. This due to the efficiency of marketing mix in providing distinguished programs and techniques that help in decreasing costs, increasing inwards, and improving the customers value then increasing their satisfaction and retaining it.
The Second main question
There are no significant differences related to marketing mix dimensions effect on attracting customers and retaining them insurance companies due to the variable of gender. This due the point of that gender has no effect on the degree of applying the dimensions of service marketing mix for customers. The perspective of the customers is not related to the point if the customer was a male or a female.
There is significant difference related to marketing mix dimensions effect on attracting customers and retaining them insurance companies due to the variable of qualification in favor of (Bachelor). This explains that qualification of customers affect the degree of applying service marketing mix. Due to that, those who hold Bachelor or masters, they apply and practice it in a way differs from those who have PhD.
There are no significant differences related to marketing mix dimensions effect on attracting customers and keeping them insurance companies due to the variable of Expertise. This result can be explained that experience of customers in insurance companies have no effect on applying the dimensions of service marketing mix in these companies. Customers understanding for dimensions of service marketing mix in insurance companies enables them from using these dimensions regardless to the gain experience.
Recommendations
Upon the results that the study revealed to the researchers recommends with the following:
1. Insurance companies should enhance good relations with customers to establish positive long-term relations.
2. Foster the suitability communication methods with customers that insurance companies use through variety of promotion and communication methods.
3. Improving the culture of insurance for the individualls through developing the Methods of providing service of insurance companies and increasing marketing efforts according to customers' demands.
4. The importance of providing needed material requirements including; Decor, luxurious furniture, computers, and electronic systems in payments processes.
5. Providing qualified and skilful employees with experience, who are able to provide insurance services in a way satisfies customers.
6. Applying modern and updated technical procedures in the process of providing insurance services that suit the norms and traditions of Jordanian society in specific and Arab societies in general.
